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Introduction
Despite Islam requires its followers to comply all aspects of their life including the financial matters with sharia, Islamic banking and finance was still unknown and unheard before 1970s. The momentum that led to the current development took place when the historical conference for the rulers in the Islamic world held on 25th September 1969 in Rabat, Kingdom of Morocco. The rulers have made the decision to establish the Organization of Islamic Conference (OIC), whose purpose was to unite the Muslim voice across the world and safeguard the concerns of the Muslim world in the spirit of promoting international peace and harmony among various people of the world (Mullineux & Murinde, 2003) . One of the results of the establishment of the OIC was the establishment of Islamic Development Bank (IDB).
Since that, Islamic Banks continued to grow and expand in size and in numbers. Currently, there are more than three hundreds Islamic financial institutions in over fifty-one countries with the total assets in 2013 had reached USD 1.3 Trillion (Izhar and Rehman, 2014) . This gives an indication that this industry is growing quickly and sharply. The growth of this business is tremendous in comparison to other aspects of the financial industry (Ali, 2011) .
One of the important countries to the development of Islamic banking and finance is Kingdom of Bahrain. Bahrain is known as the financial center of the Middle East. The financial service sector is among the highest contributors to the country's overall GDP. The sector represents around 27% of GDP of the country. In addition, the financial service is the largest sector that absorbs the workforce in Bahrain. Up to September 2014, the number of financial institutions in the country is 404 and the total workforce is 14,009 1 .
Up to December 2014, there are 6 Islamic retail banks and 18 Islamic wholesale banks operating in the kingdom. The high numbers of Islamic banks shows high profile of the country as one of the worlds' leading Islamic financial centers. The importance of Islamic banking can be further substantiated with the increasing contribution of Islamic banking assets to the total banking system. The growth of Islamic banking in particular has been remarkable during 2000-2008, with total assets in this segment jumping from USD 1.9 billion in 2000 to USD 27.12 billion at the end of 2008, an increase of over 500%. The market share of Islamic banks correspondingly increased from 1.8% of total banking assets in 2000 to around 13.3% in 2012 2 . As the Islamic banking grows in the Kingdom, Islamic banks need to recognize and realize the selection criteria that influence customers' Abdulla Hamzah Al-Hadrami: The Important Selection Criteria In Choosing Islamic Banks selection of Islamic banks. Understanding the selection criteria will enable them to increase their number of customers and thus the financial transactions performed. This will positively affect the banks' profitability.
Based on the above background, this study aims to identify the important selection criteria that are considered by customers in selecting Islamic banks in the Kingdom of Bahrain. In other words, this study aims to answer the following research questions: First, what are the important selections criteria considered by the customers in the process of selecting Islamic banks? Second, Do demographic variables significantly influence the selection criteria of Islamic banks?
This study is expected to provide Islamic banks in Bahrain with some inputs in setting up their marketing strategies in order to attract new customers and retain their existing customers. This study is also expected to add value to the literature by providing the updated empirical study in the area. The current study extends and complements the study of Metawa and Al-Mossawi (1998) by investigating the importance of other selection criteria which are not examined in that study, namely service quality and other convenience factors including comfort interior, the availability of parking space, the availability of wide range of branches and ATMs, and external appearance. Moreover, the current study tested the influence of gender on the selection criteria variables that have not been tested by Metawa and AlMossawi study. This demographic variable is considered an important factor that affects the customer's Bank selection.
Some findings of the current study are consistent with the findings of the previous studies and some findings are contrary to the findings of previous studies. Understanding the selection criteria which reflect the perceptions of the Islamic banks' customers is important for Islamic banks' stakeholders because these selection criteria determine how and to what extent customers choose to patronize the alternative products and services of the banks (Gait and Worthington, 2007) .
Literature Review
There are quite significant numbers of studies that surveyed the selection criteria of customers towards Islamic banking services from time to time especially across countries where Islamic banks are currently operating. For example, Metawa and Al-Mossawi (1998) investigated the bank selection criteria for Islamic bank customers in Bahrain. The study collected questionnaire data from about 300 customers from two Islamic banks. The study found that religion was the primary selection criteria, followed by rate of return, recommendations made by family and friends and convenience. Dusuki and Abdullah (2006) , investigated why customers patronize Islamic banks in Malaysia. The study was based on a sample of 750 respondents. The study found that the most important selection criteria in accepting Islamic banks are service quality, friendly staff, bank reputation, and Islamic working environment. Khan et al. (2007) conducted a study to investigate banks' selection criteria in Islamic banks in Bangladesh, based on a sample of 100 customers of Islamic banks who completed a questionnaire, and found that the most important selection criteria among Islamic banks' customers is the religious principles. Ranjbar and Sharif (2008) investigated on Islamic banking selection criteria in Malaysia, using data from 150 questionnaires completed by Muslim and non-Muslim customers. The study results indicated that there is no significant difference in the selection criteria between Muslim and non-Muslim customers. The key factors in selecting financial institutions were the provision of fast and efficient service, confidentiality of banks, bank reputation and image, provision of a wide range of services, lower profit rates on financings and the friendliness of bank personnel. Hague et al. (2009) investigated the major factors influencing the selection of Islamic banking in Malaysia, based on data collected from 485 customers through questionnaires. The study found that the factors influencing Islamic banking customers are quality of services, availability of services, social and religious perspectives and customers' confidence in the bank. Bhatti et al. (2010) surveyed 120 customers in Pakistan. The study's results indicate that the main selection criteria of an Islamic bank are religiosity and profitability, efficiency and speed in completing transactions, and staff friendliness. Farooq et.al. (2010) studied the selection criteria of Islamic customers patronizing a particular bank in Afghanistan. The sample was based on 100 questionnaires. The study found that the most important factors leading to the customer's choice of Islamic banking products/services are religious reliance, recommendation of family and friends, easy access to branch, and profitability of the bank. Abduh and Omar (2012) studied the rank of selected criteria of Islamic banking in Malaysia, collecting data by surveying 279 respondents from bank depositors through a survey and conducting data analysis using a quantitative approach. The study showed that the highest priority factors in choosing to patronize an Islamic bank are sharia compliance, profitability, bank reputation, bank status, facilities and services, and friendly personnel respectively. A recent study conducted by Hidayat and Al-Bawardi (2012) to evaluate the perceptions of non-Muslim expatriates in Saudi Arabia toward Islamic banking products and services collected questionnaire data from 103 non-Muslim expatriate bank customers for quantitative analysis. The study found that lower costs, better quality and nature of products and services provided motivated non-Muslim customers in Saudi Arabia to deal with the Islamic banking.
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In general, review of literature reveals that religious factors, quality of services performed by the Islamic banks, convenience, family and friends' influence, and financial benefit play major roles in the selection process and become the main selection criteria of Islamic banks. Using the above selection criteria, this study attempts to extend Metawa and Al-Mossawi (1998)'s study by conducting the updated survey in Bahrain in order to identify the important selection criteria that affect customers' selection of Islamic banks. In general, most of the previous studies including Metawa and Al-Mossawi (1998) did not test the differences among the respondents' opinion based on their demographic variables. Therefore, this study examined the significant differences in the respondents' opinion about the selection criteria of Islamic banks when the respondents are grouped according to gender, age, level of education, and level of income to fill the gap in the literature.
Method
Based on the above previous studies, it is found that most studies related to selection criteria of Islamic banking services used a 5-Likert scale survey questionnaire as their research method. A survey questionnaire is a kind of quantitative research approach. Therefore, this study uses the same method as the previous studies (Metawa and Al-Mossawi, 1998; Dusuki and Abdullah, 2006; Khan et al, 2007; Ranjbar and Sharif, 2008; Hague et al, 2009; Bhatti et.al, 2010; Farooq et al, 2010; Abduh and Omar, 2012; Hidayat and Al-Bawardi, 2012) . The questionnaire used to collect the data for this study was developed based on the questionnaire of the above previous studies.
The items in the questionnaire are divided into 6 groups. The first group collects demographic profile of the respondents in terms of gender, age, level of education and level of income. The second group collects information about the respondents' opinion on the importance of religious factors as selection criteria of Islamic banks. There are 3 items under the category namely "You select Islamic bank because you want to follow Islam", "You select Islamic bank because you want to avoid Riba", and "You select Islamic bank because you want to comply with Shariah in all your dealings".
The third group collects information about the respondents' opinion on the importance of service quality factors as the selection criteria of Islamic banks. There are 3 items under this category namely "You select Islamic bank because of its fast and efficient service", "You select Islamic bank because of its accuracy in service transaction" and "You select Islamic bank because of its high quality of customer services". The fourth group collects information about the respondents' opinion on the importance of convenience in the selection of Islamic banks. In this category, there are 6 items namely "You select Islamic bank because of the bank' offices have comfort interior", "You select Islamic bank because of convenient branches location". "You select Islamic bank because of available parking space", "You select Islamic bank because of wide range of branches", "You select Islamic bank because of external appearance of the bank" and "You select Islamic bank because of wide ATM availability".
The fifth group collects information about the respondents' opinion on the importance of families and friends' influence as the selection criteria of Islamic banks. There are 3 items under this category namely "You select Islamic bank because of the recommendation from your family", "You select Islamic bank because of the recommendation from your friends" "You select Islamic bank because your families or friends are working for Islamic banks". The sixth group collects information about the respondents' opinion on the importance of financial benefits as the selection criteria of Islamic banks. There are 3 items under this category namely "You select Islamic bank because of the low profit rate on financings", "You select Islamic bank because of low service charges" and "You select Islamic bank because of high rate of return on deposits".
The population of this study consists of all customers of Islamic commercial banks in Bahrain. Convenience sampling was used since this technique is widely used for exploratory research, which involves samples drawn from part of population using a random approach. It simply gathers data from people who are readily available and accessible. 150 questionnaires were distributed to Islamic banks' customers. However, only 135 questionnaires were completely filled up and returned.
Analysis of Variance (ANOVA) test was applied to determine if there are any significant differences in the average weighted means obtained by the responses of the respondents when they are grouped according to the gender, age, level of education, and level of income. According to Hair et al. (2010) ANOVA is a technique used to determine whether two or more groups come from a population differ significantly or not in terms of a specific variable. The usage of ANOVA for the purpose of testing significant differences in the average weighted mean has been used by some previous studies with different objectives. Al-Hadrami and Hidayat, 2015.) 
Result and Discussions

Demographic profiles
From 135 Islamic bank customers participated in this survey, 73 of them (54.1%) are male and 62 of them are female (45.9%). In terms of age, 6 of them are below 25 years old (4.4%), 43 (31.9%) of them are in the range of 25-35 years Abdulla Hamzah Al-Hadrami: The Important Selection Criteria In Choosing Islamic Banks old. 33 (24.4%) of them are in the range of 36-45 years old. The remaining 53 respondents (39.3%) are above 45 years old. In term of education, 1 respondent did not complete high school (0.7%). 12 respondents (8.9%) are high school graduates, 119 respondents (88.1%) hold bachelor degree and 3 respondents (2.2%) are holding postgraduate degrees. In term of income, 6 respondents (4.4%) have monthly income below BD 450. 81 (60%) respondents have monthly income in the range of BD 450-900. 39 (28.9%) respondents earn in the range of BD 901-1400 monthly and the remaining 9 respondents (6.6%) earn above BD 1,400 monthly. Table 1 summarizes the respondents' responses regarding the importance of religious factors in the selection of Islamic banks. As seen in this Table the overall average of the respondents' responses regarding the religious factors is 4.02, with a verbal interpretation of "Important". In addition, the average responses regarding the three elements of this category have a verbal interpretation of "Important". "Following Islam" has the highest average score (4.21), followed by "Avoiding riba", with an average score of 4.02 and "compliance with sharia", with an average score of 3.83. The findings indicate that religious factors viewed as important selection criteria of Islamic banks by Islamic bank customers in Bahrain. The findings are in line with the findings of the previous studies (Metawa and Al-Mossawi, 1998; Khan et al, 2007; Hague et al, 2009; Bhatti et.al, 2010; Farooq et al, 2010; Abduh and Omar, 2012) . This is also in line with the wisdom behind the establishment of Islamic banking and finance, which is to comply all aspects of our life as a Muslim into Shariah (Hidayat, 2010) . Table 2 shows that the overall average of the respondents' responses regarding the service quality factors is 3.66, with a verbal interpretation of "Important". In addition, the average responses regarding the three elements of this category each has a verbal interpretation of "Important". "High quality of customer services" has the highest average score (3.73), followed by "fast and efficient service", with an average score of 3.69, and "accuracy in service transaction", with an average score of 3.57. The above findings indicate that service quality plays an important role in the selection process of Islamic banks (important selection criteria). Table 2 summarizes the respondents' responses regarding the importance of service quality factors in the selection of Islamic banks. Therefore, Islamic banks management needs to pay attention to this aspect. The findings of this study confirm the findings of the previous studies (Dusuki and Abdullah, 2006; Ranjbar and Sharif, 2008; Hague et al, 2009; Bhatti et.al, 2010; Abduh and Omar, 2012; Hidayat and Al-Bawardi, 2012) .
Importance of religious factors as the selection criteria for Islamic banks
Importance of service quality factors as the selection criteria for Islamic banks
Importance of convenience factors as the selection criteria for Islamic banks
When it comes to the importance of convenience in the selection of Islamic banks, the weighted average results show that the overall average of the participants' responses regarding the convenience factors is 3.19, with a verbal interpretation of "Moderately important". Among the 6 items under this category, "Islamic bank's offices have a comfortable interior" has the highest average score (4.49), followed by "available parking space" with an average of 3.59, both are categorized as "Important". Meanwhile, "convenient branch location" is categorised as "Moderately important", with an average score of 3.28, followed by "external appearance of the bank" with an average score of 3.15 and "wide ATM availability" with an average score of 3.10. Both external appearance and wide ATM availability are regarded as "Moderately important". Finally, "wide range of branches", with an average score of 1.53, is the least important factor in this category with verbal interpretation of "Less important". Although the overall result indicates that convenience is not as important as religious and service quality factors, it does not mean the factors under this category are to be ignored. In fact, 2 factors under these categories regarded as important selection criteria by Islamic bank customers.
The overall findings for this category are not in line with some previous studies that consider this category as important selection criteria of Islamic banks (Metawa and Al-Mossawi, 1998; Khan et al, 2007; Farooq et al, 2010; Hidayat and Al-Bawardi, 2012) . Table 3 below summarizes the respondents' responses regarding the importance of convenience factors on the selection of Islamic banks. Table 4 shows that the overall average of the respondents' responses regarding these factors is 3.19, with a verbal interpretation of "Moderately important". In addition, the average responses regarding the three elements of this category have a verbal interpretation of "Moderately important". "Recommendations from friends" has the highest average score (3.31), followed by "recommendation from your family" with an average score of 3.24, and "friend/family members working for the Islamic banks" with an average score of 3.00.
Importance of families and friends' influence factors as the selection criteria for Islamic banks
Despite families and friends' influence factors are regarded as important selection criteria by some previous studies (Metawa and Al-Mossawi, 1998; Farooq et al, 2010) , this study found that Islamic bank customers in Bahrain are in the opinion that these factors are not as important as religious and service quality factors. In addition, none of the items under this category obtained verbal interpretation of "Important". Table 4 summarizes the respondents' responses regarding the importance of families and friends' influence in the selection of Islamic banks. Table 5 summarizes the respondents' responses regarding the importance of financial benefits in the selection of Islamic banks. Table 5 shows that the overall average of the respondents' responses regarding the financial benefits factors is 2.82, with a verbal interpretation of "Moderately important". "Higher rate of return on deposits" has the highest average score (3.20), followed by "low service charges" with an average score of 2.79, and the lowest average score is for "lower profit rate on financings", with an average score of 2.49. This finding reveals that financial benefits factors are regarded less important than religious and service quality factors by Islamic bank customers in Bahrain. It also means Islamic bank customers in Bahrain are attracted to deal with Islamic banks more because of the religious and service quality factors than financial benefits factors. The finding is not in line with some previous studies that found these factors as important selection criteria of Islamic banks (Metawa and Al-Mossawi, 1998; Khan et al, 2007; Ranjbar and Sharif, 2008; Hidayat and Al-Bawardi, 2012) .
Importance of financial benefits factors as the selection criteria for Islamic banks
Testing for significant differences in the opinions by demographic profile
The current study employed analysis of variance (ANOVA) at a 90% level of confidence to test for any significant influence of demographic variables on the selection criteria discussed above. ANOVA was conducted to identify any statistical significance in the differences between sample elements' responses when they are grouped based on their gender, age, level of education and level of income. Table 6 summarizes the ANOVA outputs when the respondents are grouped according to their gender.
It can be concluded that the only significant difference was found for the convenience factor, which female respondents perceived to be significantly more important in selecting Islamic banks than did male customers, with average scores of 3.11 and 2.97 for female and male customers respectively. It means that female customers significantly care about convenience factors than male customers do as their selection criteria. This finding is consistent with the finding of Bhatti et.al. (2010) who found a significant relationship between the Bank's location and gender. As seen in Table 6 , male customers have higher average scores than female customers in terms of the perceived importance of the religious factors in selecting Islamic banks, with an average score of 4.0877 for males and 3.9613 for females. In terms of service quality, it has been found that male customers perceived the importance of these factors in selecting Islamic banks as more important than did females (with mean scores of 3.6822 and 3.6435 respectively). Additionally, the ANOVA results show that female customers perceived the importance of the influence of family and friends in selecting Islamic banks as being greater than did male customers, with mean scores of 3.2355 and 3.1466 respectively. Finally, in terms of the financial benefits, the results indicated that male customers perceived the factors to be more important than did females (with mean scores of 2.8781 and 2.7710 respectively). When the respondents are grouped according to their age, ANOVA outputs reveal that the only significant difference was found for the religious factors, which was perceived to be significantly more important in selecting Islamic banks than other elements by respondents aged below 25, with an average score of 4.51, while respondents aged 25-35 years, 35-45 years, and more than 45 years had average scores of 4.22, 4.17, and 3.72 respectively. One possible reason is due to exposure of these age groups to Islamic finance courses at their universities. This finding is consistent with the findings of each of Bhatti et.al. (2010) and Farooq et al. (2010) who found a significant relationship between age and the religious factor. Table 7 summarizes the ANOVA output when the respondents are grouped according to their age. As seen in Table 7 , in terms of average scores of other factors, respondents below 25 years gave an average score of 3.71 in terms of service quality, while those who were older than 45 years had an average score of 3.10 in terms of convenience. With regard to family and friends' influence, respondents who were older than 45 years had the highest average score (3.25), and finally in terms of Abdulla Hamzah Al-Hadrami: The Important Selection Criteria In Choosing Islamic Banks financial benefits, the results revealed that respondents aged 25-35 years had the highest average score of 2.91.However, none of them are statistically significant.
When the respondents are grouped according to their level of education, ANOVA outputs reveal that the only significant difference was found for the influence of family and friends, for which the influence is significantly high for those with below high school and postgraduate degree, with an average score of 4. This finding confirms the results of each of Metawa and Al-Mossawi (1998) and Bhatti et.al. (2010) who found a significant relationship between the education level of the respondent and the family and friends recommendation in selecting banks. Abdulla Hamzah Al-Hadrami: The Important Selection Criteria In Choosing Islamic Banks
As seen in Table 8 , religious factors are more important for Islamic bank customers with low level of education than those with higher education as reflected by the highest score obtained by the respondent with no high school (4.7). In terms of service quality, respondents with postgraduate degree had the highest average score (4.00). It means those with high education tend to care more about service quality factors than others. However, the difference is not statistically significant. With regards to convenience, respondents with post graduate degree obtained the highest score (3.1). It means those with high education tend to care more about convenience factors than others. However, the difference is not statistically significant. Finally, in terms of financial benefits, the result shows that respondents with high school degree have the highest average score (3.00). Table 8 summarizes the ANOVA output when the respondents are grouped according to their level of education.
When the respondents are grouped according to their level of income, ANOVA outputs reveal that there are significant differences in each of religious, service quality, and financial benefits factors. Respondents in the higher income bracket (901-1400) cited religious factors as the most important element with an average score of 4.48. This finding is consistent with the finding of Metawaa and Al-Mossawi (1998) who found a significant relationship between the respondents' income and the religious factor. Additionally, as seen in Table 9 those with income more than 1400 gave an average score of 4.31 for service quality. It means as higher the income as more the requirements for service quality. For financial benefits, respondents with income less than 450 gave the highest average score of 3.05 which indicates as less the income as more interest in the financial benefits they can get from the bank. Finally, as it can be seen in Table 9 , in terms of other factors, respondents with income between 450 and 900 gave the highest average score for convenience (3.04), and for family and friends' influence, those with income greater than 1400 income gave an average score of 3.42. Table 9 summarizes the ANOVA output when the respondents are grouped according to their level of income. Table 10 shows the rank of the five factors in terms of their importance according to the respondents' opinions. As it can be seen in the Table 10 , religious factors are ranked as the most important selection criteria for Islamic banks, with an overall average score of 4.02, thus Islamic banks should not follow and imitate the conventional banks without taking into consideration Sharia principles and objectives. This factor is followed by service quality, with an overall average score of 3.66, therefore, Islamic banks must pay more attention to this factor by acquiring up-to-date devices in order to improve the quality and efficiency of the services provided. In the third rank come the convenience factors with an overall average score of 3.19. This means that the Islamic banks must give more attention to the internal and external interiors to make them more attractive. In the fourth rank comes the importance of families and friends' influence also with overall average scores of 3.19. However, it is ranked fourth since no factor under this category obtained average scores with verbal interpretation of "Important". In the last rank come financial benefits, with an overall average score of 2.82. The descriptive statistics shows that the overall average scores for religious factors and service quality factors are categorized as "Important". This finding is in line with findings of Metawa and Al-Mossawi (1998) and Khan et al. (2007) , Hague et al. (2009 ), Bhatti et.al (2010 , Farooq et al. (2010) , Abduh and Omar (2012) , and Usman (2015) . Therefore, these are the two most important selection criteria of Islamic banks according to Islamic bank customers in Bahrain. In addition, two factors of convenience namely comfort interior and available parking space are also regarded as important selection criteria, which are not identified by Metawa and Al-Mossawi (1998) . This is probably due to the new development in the banking industry between 1998 and 2015 where competition among the banks is tougher than before which requires Banks to pay attention into those factors. In addition, the life style of the people in Bahrain and the Gulf countries in general has changed to more luxurious style. Several analyses of variance (ANOVA) were conducted to determine the impact of the demographic variables (gender, age, level of education, and level of income) on the study factors (religious, service quality, families and friends' influence, convenience, and financial benefits). Table 11 summarizes the ANOVA results. 
Conclusion
The findings of this study have met the objectives of the study. The most important factors that influence the decision of customers when they select Islamic banks have been identified. The findings reveal that when the respondents are grouped according to their gender, the only significant difference among respondents is for the convenience factors, and when the respondent are grouped according to their age, the only significant difference among respondents is for the religious factors. Moreover, when the respondent are grouped according to their level of education, the only significant difference among respondents is for families and friends' influence, and when the respondent are grouped according to their level of income, there were significant differences among respondents for religious, service quality, and financial benefits factors.
Based on its findings, the study also comes out with the following recommendations: First, the customer relations department should seek to improve customer relationship by considering the most important selection criteria of Islamic banks namely religious and service quality factors. Second, special care should be taken to ensure that bank branches are conveniently located, that their interior is comfortable and that there is parking available, as these are also considered to be important factors. Third, human resource departments should perform continuous training programs to maintain "fast, efficient, accurate and high quality" services, as they are considered to be important selection criteria.
Finally, like any other studies, this study has its limitations, which can be filled by future studies. Among them are: First, there are other factors that have not been examined in this study that might affect customer selection criteria of Islamic banks such as mass media advertising, staff, and the bank's size and reputation factors. Second, the sample size of study is small: a larger sample size would lead to more accurate results. Third, the research respondents were predominantly individuals with university and higher education, and the sample size for lower educated respondents was small. Including more lower-educated customers might influence selection criteria. Fourth, the research respondents were individual dealers with Islamic banks, including the corporate dealers might reveal different results. Fifth, the study used the descriptive analysis to analyze the collected data. Using other technique such as regression analysis might add value to the result. Sixth, the current study did not use the qualitative approach such as interviews to collect the research data. Using such technique will help in exploring other factors not discussed previously. And so might add more accuracy to the data collected.
